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OUR 
BUSINESS:

An ecosystem of high-quality specialist 
businesses
Industry sector and audience expertise across four 
segments
Robust methodologies to drive execution quality
Engaged in our client’s business growth activities to 
drive long term engagement
Values-based



PURPOSE:
We exist to help our customers and 
people become the best possible 
version of themselves



OUR 
BELIEFS:

Growth is ultimate metric of success
Marketing and sales are converging
Business model design will become an ongoing activity
World is flat – what next?
Values-based organizations will thrive
Marketing is a data and technology driven activity
Tech:
Customer experience is user experience
Every company is now a technology company
AI will revolutionize marketing as we know it
Data:
Marketing is about anticipating need rather than satisfying need
Predicting buyer behaviour is crucial



OUR COVID 
PREDICTIONS:

Sector related cuts
Travel
Retail
Auto
Event related cuts
Sports
Entertainment
Conferences
Shift to digital only
Personal/at home only
Cash would be king



COVID 
REALITY:

Everything AND:
Faster reprioritization of spend/programs towards sales 
enabled marketing
Internal comms focus
Re-evaluation of value of technology to businesses
Cash crunch didn’t happen
Govt programmes softened the economic impact
K shaped recovery
US tech IPO sector woke up driving new wave of activity
Radical LT shift in remote working will change business 
models and ‘agency culture’
Covid didn’t end the war for talent



WHAT 
CLIENTS 
WANT:

B2B TOP 5
Virtual events
Demand/Lead gen
Thought leadership
Content marketing
ABM

B2C TOP 5
Social media
Customer data/CRM
Marketing automation
Web/Mobile optimization
Content marketing



WHAT 
CLIENTS 

ARE 
SAYING:

Pre Covid they were trying to spend 23% of time on sales 
related activities and 77% on brand building
Post Covid 63% of resources focused on sales and just 37% on 
brand building
Technology will liberate/enable creativity
Go to market strategies are being transformed by Covid
Every business has been impacted by Covid



LESSONS 
LEARNED:

Our strategy is spot on, simply need to accelerate it but be 
mindful of execution
Need to embrace the amount of business change our 
customers are going through
Be brave while others are scared



deliver better-converting demand 
gen to B2B tech marketers



WHAT 
DOES 
ACTIVATE 
DO?

Activate helps B2B marketers drive 
sales pipeline using combination of 
data and technology
We do that by engaging and delivering 
qualified contacts for sales follow up – 
aka demand generation.
Activate has deep, long-standing 
customer relationships with such tech 
stalwarts as IBM, Dell, VMware, Oracle, 
Google, Microsoft, Adobe and more



B2B TECH 
MARKETING 
& DEMAND 
GEN 
LANDSCAPE

US B2B Digital Ad Spending: $8b in 2020
Expected growth of 22.6% in 2020
Digital B2B tech is 30% of overall market, growing at 
37% in 2020
* eMarketer US B2B DIGITAL ADVERTISING 2020 Report

DATABASE 
MARKETERS

DISPLAYSEARCH/SOCIAL      

DEMAND 
GEN

PUBLISHERS

AD NETWORKS



INCREASING 
DEMAND FOR 
DEMAND GEN

The Rise in Digital for B2B:
70% of B2B buyer journey completed online 
before speaking to a salesperson
Demand Gen Winning Budget:
Attribution of marketing efforts driving spend to 
de-risked channels
Cloud SaaS expanding B2B buyers beyond IT
Data is ubiquitous, engagement is not
Many publishers finding demand gen too hard: 
rise of Marketing Services



THE IMPACT 
OF COVID

What our customers are saying?
55% have increased demand gen
Reallocating event budget
Pressure to keep pipeline flowing
Measure and be measured
Marketers are focused on shifting budget to 
attributable channels
B2B Marketers are increasingly measured on 
revenue metrics
Demand increasing from new and existing 
customers
June 2020 Activate’s highest revenue month ever
Q2 48% over same period last year



POST COVID

Winds at our back over the long-term
Digital strength continues:
eMarketer: When B2B marketers could no longer connect with 
buyers in person, digital ads had to work overtime and have 
been a primary touchpoint to get in front of targeted audiences. 
We estimate that US B2Bs will spend $8.14 billion on digital ads 
this year, up 22.6% from 2019.
Demand strength within digital outperforms:
Digital growing as a portion of overall B2B marketing budgets
Only 33% of B2B marketers say event budgets will return to 
normal post-Covid
Quality leads win by driving ROI:
Activate State of Demand Gen 2020: #1 challenge facing B2B 
tech marketers is finding sources for quality leads
80% of respondents said they’ll focus on quality over price



Leading Global 
Account Based 
Marketing



Every leading B2B 
TMT solution provider 
derives 80% of its 
revenue from 20% of 
its customers.  

To grow, they need 
to defend, cross sell 
and up sell in their 
key accounts.

What problem do we solve for our customers?

The problem
They are challenged to do this 
by factors that include:
● A lack of sales and marketing alignment

● An ever more fragmented buying centre 
within key accounts

● Incomplete customer data and inability to 
utilise the data they hold

● Reliance on traditional ‘broadcast’ sales 
and marketing approaches which are not 
predictable, not insight driven, and not 
tailored to the needs of the buyer



What problem do we solve for our customers?

The answer
We help our clients sell more to key and named 
accounts by delivering Account Based 
Marketing (ABM) programs that combine data, 
technology and content to drive better 
outcomes than they have seen previously.



What is ABM?

Attract

Nurture

Close

Traditional Marketing Account Based Marketing

Identify

Engage

Land & expand



There is 
a surging 
market 
demand



Our point of differentiation

Traditional 
services based 

agencies
Technology 

vendors

Agent3
solutions that 

drive outcomes



Growth drivers 

Geographic - 
particularly 

US

Services and 
product Sector 

expansion



Agent3's data, technology services 
teams and innovation labs

Agent3 strategy, client service, applied 
technology and creative services offices

ITSMA’s only global partner, 
focused on ABM best 
practice and advocacy

Global coverage

24

NEW YORK
USASAN FRANCISCO

USA

SYDNEY
Australia

SOFIA
Bulgaria

CHELTENHAM
UK

LONDON
UK

WOODBRIDGE
UK

We are a global team and 
work with many customers on 
a domestic, regional and 
international basis.

Client service teams sit in 
London, New York, San 
Francisco and Sydney, while 
innovation and data teams sit 
in London and Sofia.



A repeatable and scalable ABM engagement 
workflow

We help B2B enterprise organizations run ‘true’ end-to-end ABM programs, at scale

Account 
Profiling

Strategy

Creative

Channel 
Planning

Targeting & 
Execution

Measure,  
Optimize, 
Automate



A growth trajectory

FY18 $5.38m 
(39%)

$8.62m 
(60%)

FY25 
Goal to hit 

$50m
$15m 

(est)

$3.88m

FY19

FY20

FY21





















































TO CLOSE:

The big traditional ad agency groups are walking a 
tightrope
Specialism beats scale every time
Quality beats price but value beats everything (data, data, 
data)
Marketing is dead, revenue growth is everything


